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Over the past two decades, competitive intelligence 
(CI) has grown from a small area of interest into an 
internationally recognized and practiced information 
management discipline. CI is a process of knowing 
what the competitors are up to and staying one step 
ahead of them (Ettore,1995). In Malaysia, there is not 
much research conducted with regard to the practice of 
CI in supporting the organization success. This paper 
deeply investigates the practice of CI by using a 
systematic survey on selected GLC organizations. The 
research found that most of the companies practiced 
competitive intelligence strategies for decision mak ing 
and marketing strategies. CI was used to gather 
information about the competitors’ prices, products 
developments and customer services.  
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Since the introduction of the Asian Free Trade Zone 
(AFTA) in 2003, it has created a huge opportunities for 
business organizations in Malaysia to implement good 
business strategies to market their product not only in 
the Asian markets but also to other world markets 
effectively and efficiently. Besides, the development of 
Multimedia Super Corridor (MSC) has resulted in the 
increase in the use of the information and 
communication technology to support the industries. 
The introduction of MSC has supported the 
information generation and sharing activities by 
creating an ‘information highway’ through internet 
facilities. These activities have created a situation 
where information has become very important in order 
to implement business plans and strategies. Companies 
have become more intelligent since they can use the 
facilities available to get access to the information that 
has been filtered and analyzed and then can be used by 
managers to make better decisions about the future of 
the enterprise (Dutka, 1986). In penetrating into new 
markets all over the world, the business organizations 
must have better competitive intelligence strategies by 
capturing the data and transforming them into 
information so that they can be efficiently used for 
strategic business decisions. Over the past two decades, 
competitive intelligence (CI) has grown from a small 
area of interest into an internationally recognized and 
practiced information management discipline. CI is a 
process of knowing what the competitors are up to and 
staying one step ahead of them, by gathering 
information about them, and, ideally, applying it toa 
short and long-term strategic planning (Ettore, 1995).    
We cannot deny that CI can be used as tools in 
maintaining business profits at the maximum levels. 
From the information that has been created, 
organizations can increase their competitive power by 
supporting their decision making process regarding 
their products and services. According to McGonagle 
et al. (2002), CI consists of two facets; first, the use of 
public sources to develop data (raw facts) on 
competition, competitors, and the market environment 
and, second, the transformation, by analysis, of that 
data into information (usable results) able to support 
business decisions. Decision making is important to 
corporate leaders in organization because it can give 
either positive or negative impact to the organization 
performance.  
 
This paper aims at investigating the practice of 
competitive intelligence by the selected Government 
Link Companies (GLCs) pertaining to market changes 
and most importantly, the use of information in 
decision making process. 
 
2.0 LITERATURE REVIEW 
2.1 Competitive Intelligence 
Information alone cannot be used for decision making 
by the managers unless it is processed and analyzed in 
systematic ways using appropriate tools by a 
responsible person. It is an information management 
process that emphasizes the need to transform 
information into intelligence (Lefenye, 2001). The 
following figure shows how the CI process supports 




Source: Schilke, S.W. (2000). Introduction of Competitive Intelligence processes as strategic consultancy project. 
Patterson (2000) defines CI as actionable 
recommendations arising from a systematic process, 
involving planning, gathering, analyzing and 
disseminating information on the external environment, 
for opportunities or developments that have the 
potential to affect a company or a country’s 
competitive situation. CI can be understood as a 
discipline that primarily concerns with the process and 
tools of gathering, analyzing, and disseminating 
intelligence products that allow employees to make 
quality, effective decisions (Bernhard, 1994; Gilat & 
Gilad, 1989; Prescott, 1989). CI has become the ‘latest 
weapon in the world war of economics’ to win the 
business competitive environment (Kahaner, 1996). He 
also suggested that CI helps the enterprise to anticipate 
changes in the market place, anticipate actions of 
competitors, discover new and potential competitors, 
learn from the success and failures of others, look at 
your business with an open mind, and help to 
implement the latest management tool. 
Competitive intelligence process begins with 
determining the customers’ needs, recognition of 
competitors’ strengths and weaknesses, assessment of 
likely activity and end with the identification of the 
company’s own strengths and weaknesses (Lendrevies 
& Lindon, 1999).  
 
Competitive Intelligence is the strategic process of 
identifying, understanding and using Critical Success 
Factors (Wright & Pickton, 1998). In practice, 
companies seeking competitive advantage in the 
marketplace are the primary users of competitive 
intelligence. CI is the product of processed business 
information which involved analyzing and interpreting 
the data.  Intelligence is anchored in past and present 
data to anticipate the future, in order to drive and guide 
decisions in enterprises (A.S.A. du Toit, 2000). 
 
CI ensures that organization does not miss up-to-date, 
relevant and accurate information about its 
competitors; it then facilitates the construction of 
strategies and plans for fully exploiting that 
information (McGonagle & Vella, 1990; 2002). It 
consists  of two facts; first, the use of public sources to 
develop data (raw facts) on competition, competitors, 
and the market environment, and second, the 
transformation, by analysis, of that data into 
information (usable result) able to support business 
decisions. 
  
Competitive intelligence has the following 
characteristics; first, it is an art of collecting, 
processing and storing information to be made 
available to people at all levels of the firm to help 
shape its future and protect it against current 
competitive treat, second, it should be legal and respect 
code of ethics, and third, it involves a transfer of 
knowledge from the environment to the organization 
within established rules (Rouch, & Santi, 2001). CI is 
both a product and a process. The product is actionable 
information that is used as a basis for a specific action. 
The process is the systematic acquisition, analysis, and 
evaluation of information for competitive advantage 
over known and potential competitors (Myburg,  2004) 
 
Farrell (2001) defines competitive intelligence as ‘a 
process-using legal and ethical means for discovering, 
developing and delivering timely relevant intelligence 












organization more competitive in the eyes of the 
customer’. Society of Competitive Intelligence 
Professionals (2003) describes CI as ‘a systematic and 
ethical program for gathering, analyzing and managing 
external information’. Bernhart (1993) however defines 
it as ‘an analytical process that transforms 
disaggregated competitor and market data into 
actionable strategic knowledge about competitors’. 
 
The focus of this paper is to investigate the practices CI 
principles by GLCs and match them with various 
statements on competitive intelligence that has been 
constructed by many authors in the literature.  
 
3.0 METHODOLOGY 
This study is based on a preliminary survey or a pilot 
survey on selected GLCs. The businesses involved 
directly in this pilot sample were wafer manufacturing, 
oil and gases, high technology assembly, services 
industry and banking. 100 sets of questionnaires were 
distributed to these five companies in equal number. 
Out of 100, 69 sets were returned. Three selected 
organizations were operating in Kedah, one was 
operating in Selangor and one was operating in 
Kelantan.  The data were analyzed by using SPSS to 
identify the mean values representing the level of 
agreement for each statement given in the 
questionnaire. 
3.1 Instrument Development 
 
The test instruments were developed according to the 
definition and concept statement stated in the literature 
by the top scholars in the field of Competitive 
Intelligence in the world. The sources of the literature 
are from the journals, articles and books which are 
available in the internet. The authors selected from the 
review are Patterson, M. (2000), A.S.A. du Toit (2003), 
Robert Flynn (1996), McGonagle J.J and Vella C.M. 
(2002), Farrel (2001) and Rouch D. and Santi P. 
(2001). 
3.2 Result Analysis and Discussion 
3.2.1 Reliability Test 
 R E L I A B I L I T Y   A N A L Y S I S   -    
S C A L E   (A L P H A) 
 
Reliability Coefficients 
N of Cases =     71.0                    N of Items = 47 
Alpha =    .9616 
 
The reliability test was conducted on the data collected. 
Nunnally, (1978) mentioned that new instrument with 
alpha value at 0.6 and above are acceptable for the 
research exe rcise. The purpose of reliability test is to 
check the relationship among the items in the 
measurement instruments.  All the measurement items 
were tested and the Alpha value showed a very high 
score of 0.9616.  The score proved that the 
measurement items used in this study are acceptable.   
 
3.2.1.1 Practices of Competitive Intelligence 
 
Table 1: The mean scores for CI measurement item (39 
items) 
No Competitive Intelligence Practices Mean 
1. We plan to be better than our 
competitors. 
6.23 
2. We gather more information to remain 
competitive. 
6.00 
3. We analyzed the information regarding 
our products. 
5.92 
4. We analyzed the information regarding 
our competitors’ products. 
5.32 
5. We disseminate the information to be 
used by the team. 
5.32 
6. We disseminate the information to the 
right person. 
5.37 
7. We disseminate the most accurate 
information for decision making. 
5.42 
8. We have the technique for competitive 
advantage.   
5.13 
9. We analyzed the information for 
competitive advancement.  
5.32 
10. We use the past data as guidance for 
decisions. 
5.82 
11. We use the present data in order to drive 
the decision. 
5.76 
12. We know how our competitors 
performed to promotion and advertising 
campaign. 
4.94 
13. We understand how our competitors 
priced their product. 
4.83 
14. We are also aware of what is our 
competitor’s  next product. 
4.45 
15. We care about how customers perceived 
our competitor’s product. 
5.34 
16. We understand how they satisfy their 
customers. 
4.92 
17. We investigate on how they add the 
value to their product. 
4.83 
18. We always look for potential alliances to 
joint venture. 
4.66 
19. We understand what kind of production 
capability levels that we are at. 
5.37 
20. We know what productivity levels we 
have to beat. 
5.49 
21. We know what the level for global 
inventory is. 
5.21 
22. We know who might be building a state-
of-the-art production facility that would 
shift the competitive balance.  
5.10 
23. We have a target for our future stake 
holder. 
5.54 
24. We judge the impact of structuring 5.30 
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changes in competing with others. 
25. We predict the effect of leadership styles 
and other cultural issues for global 
market penetration. 
5.31 
26. We acknowledge who can make 
investment to serve the global needs. 
4.94 
27. We understand who has the staying 
power to challenge our low-cost product 
status. 
5.04 
28. We collect the most up-to-date and 
accurate information about our 
competitors. 
4.97 
29. We form strategies based on the 
accurate information of our competitors. 
4.87 
30. We exploited to the fullest the 
information for constructing the 
strategies. 
5.14 
31. We use the public sources to develop 
data on market environment or 
competition. 
4.97 
32. We transform the data into critical 
information for decision making. 
5.35 
33. We collect, process and stored the 
information to shape our future.  
5.53 
34. Our stored information is available to 
people at all levels. 
4.56 
35. We collect the data and information 
available legally and systematically. 
4.79 
36. We respect the code of ethics in all the 
data gathering activities. 
5.06 
37. We acquire the knowledge from the 
environment for our own establishment.   
5.06 
38. We legally process the intelligence for 
being competitive in the eyes of the 
customers 
5.10 
39. Our intelligence process means for 
discovering of the competitors’. 
4.92 
   
From the above table, we can identify the highest 
scores of CI practice as declared by various authors in 
the literature. From these analyses , we can confirm that 
the competitive intelligence activities that have been 
practiced by the particular companies can be 
categorized as follows; 
 
(a) Competitive intelligence as actionable 
recommendations arising from a systematic 
process. (1 – 7) 
 
The highest means from 5.3 to 6.2 show that the 
respondents planed to be better than their competitors. 
They gathered the information, analyzed it according to 
their products and their comp etitors’ product, and than 
use it for decision making.  
 
(b) CI is the product of processed business 
information. (8 – 11) 
 
The highest means from 5.1 to 5.7 show that the 
respondents have a special competition technique. 
They analyzed the previous or past data and the present 
information for decision making. 
  
(c) Competitive intelligence contribute 
competitive advantages in marketing, 
manufacturing, organizational structure and 
financial backing. (12 – 27) 
 
For marketing advantages, the mean scores spread from 
4.6 to 5.3. The respondents stressed more on how their 
customers perceived their competitor’s product (mean 
score at 5.33). For manufacturing advantages, the mean 
scores spread from 5.0 to 5.4. The mean scores show 
that the respondents were aware of their production 
capabilities, productivity level to achieve, the global 
inventory volume and the improvement of production 
facility to remain competent. For organization 
advantages, the mean scores spread from 5.2 to 5.5. 
The respondents were also aware of their target stake 
holder in the future, organization structured and also 
leadership styles for global market penetration. The 
respondents stressed on the power to challenge their 
low cost product status for the benefit of financial 
backing.  
 
(d) CI ensure that organization not miss up-to-
date, relevant and accurate information about 
its competitors. (28 – 32) 
 
The mean scores for these purposes spread from 4.8 to 
5.3. The highest mean scores show that the respondents 
exploited to the fullest the information for constructing 
their strategies. Other than that, they also collected the 
latest and most accurate information on competitors 
through the public sources for decision making.  
 
(e) CI it is an art of collecting, processing and 
storing information to be made available to 
people at all levels of the firm. (33 – 37) 
 
The respondents proved that their information seeking 
behavior was done legally with respect to the code of 
ethics. The knowledge was acquired from the 
environment for their own establishment. 
 
(f) CI as ‘a process-using legal and ethical means 
for discovering, developing and delivering 
timely relevant intelligence needed by 
decision makers….’ (38 – 40). 
    
The mean scores for these measurement items spread 
from 4.8 to 5.0. These items stress on the practice of CI 
as ‘a process-using legal and ethical means for 
discovering, developing and delivering timely relevant 
intelligence needed by decision makers wanting to 
make their organizations more competitive in the eyes 





The results of the analysis show that the competitive 
intelligence concept as proposed by all the authors was 
practiced by the respondents. The mean scores for the 
entire concept were above 4.4 and the maximum mean 
score was at 6.2. As a conclusion, the findings in this 
paper provide the evidence that GLCs in Malaysia are 
practicing competitive intelligence principles since the 
beginning of their operation. There are many benefits 
that the companies can gain from practicing 
competitive intelligence.  Bill Gates wrote, “I have a 
simple but strong belief that the most meaningful way 
to differentiate your company from your competitors, 
the best way to put distance between you and the 
crowd, is to do an outstanding job with information”. 
 
An increase in the number of competitors to Malaysian 
companies especially after the Malaysian government 
accepts AFTA has turned the competitive scenario to 
become more challenging. The initiative taken by our 
Malaysian companies to implement competitive 
intelligence practices is a good news to the Malaysian 
government because by implementing CI practices, 
companies can gain higher return.  Malaysia will be 
able to benefit from a better prospect in its economic 
and development growth. 
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